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INTRODUCTION 
 
In order to give clarity and comprehensibility, the project is structured in six chapters. 
The first chapter is introduction and gives the reader an overview of what the project is 
about. In this section we give some preliminary information that will be useful in understanding 
the concepts expressed in the project and we define the research question.  
The second chapter presents the methods we use and the delimitations of our project. We 
explain how we started and conducted our research and also the limits of conducting the research 
in our project. 
In the third chapter we introduce the theories we apply in the analysis in order to test our 
assumption and give validity to our conclusions. We give an overview of Hospitality Distribution 
Channels, Marketing Communication Mix, Green Marketing and the Consumer Behaviour 
Trends towards Sustainability.  
The fourth chapter regards the analysis of the data collected, such as interviews, 
newspapers, web-portal articles, and statistics and approaches the theory to findings in order to 
discover a meaningful knowledge.  
Finally in the last two chapters we discuss the answers to our research question in the 
light of the theories and the analysis and we come up with our conclusions.  
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KEYWORDS 
In our project we use many specific term that need to be briefly explain so that the reader 
is provided with some primary information that will help him to understand the research. 
 
GREENNESS: environmental commitment, which is meant to espouse global environmental 
protection, bioregionalism, social responsibility, and nonviolence. 
 
SUSTAINABILITY: ability or capacity of something to be maintained or to sustain itself. It’s 
about taking what we need to live now, without jeopardising the potential for people in the to 
meet their needs1. 
 
SUSTAINABLE TOURISM: tourism that takes full account of its current and future economic, 
social and environmental impacts, addressing the needs of visitors, the industry, the environment 
and host communities.2 
 
GREENWASHING: practice in which companies mislead customers by making false claims 
about a green product or service as an outlet to market and/or sell their product3. 
 
ECO-LABELLING: voluntary method of environmental performance certification and labelling 
that is practised around the world4. 
 
ECO-LABEL: label which identifies overall, proven environmental preference of a product or 
service within a specific product/service category5. 
                                                 
1 Land Learn NSW Web-Portal: Supporting Environmental Education, available at 
www.landlearnnsw.org.au/sustainability/what-is-sustainability, (Accessed 22/05/2013) 
2 World Tourism Organization Network Web-Portal: Sustainable Development of Tourism, available at 
sdt.unwto.org/en/content/about-us-5 , (Accessed 22/05/2013) 
3 Green Eco Communities Web-Portal: What is Green Washing, available 
www.greenecocommunities.com/News/What-is-greenwashing.html, (Accessed 22/05/2013) 
4 Global Ecolabelling Network Web-Portal: What is ecolabelling?, available at 
www.globalecolabelling.net/what_is_ecolabelling/index.htm, (Accessed 22/05/2013) 
5 Ibid 
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GREEN MARKETING: all activities designed to generate and facilitate any exchanges intended 
to satisfy human needs or wants, such that the satisfaction of these needs and wants occurs, with 
minimal detrimental impact on the natural environment (Polonsky 1994:2). 
 
ZERO ENVIRONMENTAL IMPACT: the process of minimizing or excluding the reserve 
effects from any sort of activities developed by humanity that damage the environment 
 
GREEN-KEY: the Danish eco-label meant to reward the reward hotels or other tourist businesses 
that make an extra effort for the environment. 
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Subject 
Considering the nature hazards that keep happening for a while, such as floods, 
earthquakes, hurricane, tsunami, global warming, ozone holes, etc., it is not surprising that a part 
of the population started being concerned of the planet’s future. Environmental protection has 
become a priority for more and more people these days.  
“Green is no longer just a trend. It’s a way of life.” 
— Fran Brasseux, Executive Director, Hotel Sales and Marketing 
Association International (HSMAI) Foundation6 
However, as the humanity achieved such a high level of modernization, industrialization 
and development, the environmental protection has to be done smartly. Being involved in 
environmental sustainability requires to be ethical and this does not always match with the main 
purpose of a business which is profit maximization. The issue that arises here is how to combine 
business and sustainability so that it would be a win:win situation (Grant 2007:11). The win:win 
suggests doing good for the business and good for the environment. 
Among the different kind of businesses, the hotel industry seems to be the most 
committed to “"greenness"”. Within the last few years, sustainability has become much more 
mainstream within the tourism industry, with increasing numbers of businesses creating 
environmental departments, adopting environmental and social good practices, seeking 
certification, and looking at ways to ‘green’ their supply chain 7. In this framework Denmark can 
be considered a leader: 43% of the hotel's rooms are nationwide eco-labelled and the number is 
increasing8.  
However being green is not enough: communicating and advertising constitute a 
remarkable part of the business success. Green Marketing becomes necessary in promoting the 
eco-friendly commitment and activities undertaken by hotels.  
 
                                                 
6 Center for Responsible Travel (CREST) Fact Sheet (January 2013): The Case for Responsible Travel: Trends and 
Statistics, available at www.responsibletravel.org/news/Fact_sheets/Crest_RTI_TrendStats_print_1_4%20(3).pdf 
(Accessed 18/05/2013) 
7 Ibid 
8Sustainable Events Denmark (25/11/2011): Green matters: 63% of hotel rooms in Danish Capital certified green, 
available at www.sustainableeventsdenmark.org/learn/articles/green-matters-60-of-hotel-rooms-in-danish-capital-
certified-green, (Accessed 28/02/2013) 
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Problem area 
Not communicating the fact of being green and the environmental actions the companies 
carry on, does not have a positive influence towards the customer behaviour, because lack of 
information and knowledge can confuse the consumers, create difficulties for the “green” to sell, 
and slow the creation and education of green consumer or society. To exist and to stay firm on 
the market, a business has to be profitable. Being green requires investments, and once 
companies go green, they need to do their best for attracting the customers. Grant (2007:33) 
views ‘the Green Marketing’s main potential role as making more people willing and able to go 
green’. If this goal is reached, businesses will not suffer decreases in sales or any other losses– 
green consumer and green businesses could a win:win situation. 
Additionally, Grant (2007:53) states ’the Green Marketing I am proposing has very little 
to do with brand image – it’s about education and participation’.  
 
Another similar view is adopted by Mary Jo Hatch in Organization Theory,   
“Conforming to institutional demands wins social support and ensures survival to an 
organization, not because it makes more money or better products, but because it 
goes along with accepted conventions” (Hatch 2006:86). 
 
 Being ethical and communicating the green actions to the public consolidate the brand, 
and the hotels win a better image on the market. This increases the sales, and also drives the 
other businesses to go green: a competition starts and as well it drives more and more consumers 
to become eco-friendly. 
For example, many well-known companies have benefited by going green: Wal-Mart, 
IKEA, Apple, Starbucks, Du Pont, L’Oreal, General Motors, Nike, etc. The pressure from the 
environmentalists groups or customers and the widespread eco-friendliness pushed them to go 
green. 
Some of them experienced a decrease in sales before going green; these pushed the 
companies to adopt a new way, a green way. 
 
Wal-mart case: ‘About 8% of consumers discontinued their regular shopping visit to 
Wal-Mart stores because they perceived the company negatively, according to a 
leaked McKinsey survey. In an attempt to ward off excessive negative publicity and 
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finally address environmental issues, Wal-Mart proclaimed in 2005 that it would 
become a good steward of the environment’ (Kotler et. al. 2010:156). 
 
Taking into account the statements above we decide to focus on Green Marketing 
considered as a useful tool to improve the business. 
An example from the hotel business we can come with is the Stadthalle Boutique Hotel 
Wien, which is the first 0% energy balance hotel from the world. The idea was to be green from 
the start, it invested a lot to have a green building, but as the owner of the hotel, Michaela 
Reiterer, states in an interview on euronews9 they pay off: it saves a lot and it also doubled the 
number of employees.  
According to some business predictions from our project literature, the possible future of 
business is green. Grant gives an analogy of the Green Marketing to the computer business 20 
years ago. ‘In my view we should see Green Marketing as the next revolution after the internet’ 
(Grant 2007:9). This is a possibility of the business future; the environmental sustainability may 
become a priority on the list for all businesses and not only in the next years to come. The 
companies have the chance to do it voluntary now, but as the time goes by they could be forced 
by society or even law. Now the companies have the chance to invest as much as they can afford 
and contribute to environmental awareness as much as they can.  
Nevertheless there should be a competitive advantage in order to go green and continuing 
to be green. If we affirm that it is, then this is a subjective affirmation, because some companies 
may benefit and some may not. It requires good and innovative thoughts and an original way to 
include the green technology in the business. 
 
“When it comes right down to it, sustainability pays. And it pays in three ways: 
guests are increasingly interested, so it is good for business; there are real 
opportunities to reduce costs and do things that are ‘green’ at the same time; and 
something not everybody realizes, there is so much passion and energy within the 
organization to do this that the ability to get people excited about the company they 
are a part of through the kinds of green practices we have been implementing is 
                                                 
9Euronews, Business Category/ Business Planet 16/05/2012: Go green, get growing, available at  
www.euronews.com/2012/05/16/go-green-get-growing (Accessed 17/02/2013). 
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another source of success and payoff. ” (Frits van Paasschen, CEO, Starwood 
2004)10. 
Considering the example of Boutique Hotel Stadthalle Wien mentioned previously, the 
fact of having a 0% energy balance contributes enormously to saving costs, and thus helping 
them to increase the revenues. Saving the costs is the primary key for the economic advantage 
and usually the companies try to reduce the costs to earn higher profits.  
 
It has been argued that distribution is the highest marketing cost for hotels … The 
high cost of distribution forces principals (hotel managers) to investigate more cost-
effective distribution channels, like the Internet (Bowie & Buttle 2004:189).  
 
To minimize the costs, people look for alternatives, and in order to save the environment 
the alternatives (such as ecological energy resources, recycling, water reduction, waste eco 
disposal) seem to be the best option at the moment. 
To find the green hotels we considered it reasonable to look for an eco-label, because this 
way we are certain that the hotel follows the green standards required by that specific eco-label 
and this certification allows us to analyse easily the Green Marketing Communication strategy of 
the hotels. 
The eco-label certification that we chose when investigating the Danish Hotel Market is 
Green Key. We considered this standard to be the most relevant as it is a Danish invention from 
1994 and is now assigned to approx. 2000 companies in over 35 countries.  
 
‘The idea of this eco-label was– and is– to reward hotels or other tourist businesses 
that make an extra effort for the environment and thereby make environmental work 
into something positive. However, it is more than that and it has strict criteria that 
needs to be followed’ (Green Key official website)11.  
 
Green Key Logo is:   
                                                 
10 Center for Responsible Travel (CREST) Fact Sheet (January 2013): The Case for Responsible Travel: Trends and 
Statistics 
11Green Key Official Website, available at www.green-key.org, (Accessed 04/03/2013)  
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‘The Green Key fee is kr. 4000 plus kr. 40 for each room a year. A hotel with 100 rooms 
must pay kr. 8000 a year. Compared to other eco-labels this is cheap’ (Jensen, Program Manager 
Green Key from HORESTA, interview of 13/05/2013). 
Even though some minimize the importance of Green Key, such as Crowne Plaza Hotel 
from Copenhagen stating12 that “We consider the Green Key certification to be an absolute 
minimum certification requirement,” we still consider that it is important to get and have the 
Green Key as it is awarded for taking actions in sustainability. 
60% of the Copenhagen hotels went green in 200913, because they were influenced by 
COP 15, the United Nations climate change summit, which was certified as the world’s first 
sustainable political international summit and which was held in Copenhagen. Nevertheless the 
most important thing that we notice is that the hotels went green and did it voluntarily. By saying 
“voluntarily” we mean that they were not forced by the government or any laws. However, most 
of them have been influenced by the competitors. There was a starter, and then all the hotels 
followed him. Even though it may have been or still is a trend at the moment, it may become a 
habit in future.  
When communicating the CSR commitments, and particularly the sustainable actions, 
there are three views with distinct country cultures: 
 
 If you’ve got it, flaunt it – America; 
 It’s important people see you are doing your bit – UK; 
 Do the work and keep quiet about it – Scandinavia (Grant 2007:93). 
 
Scandinavia, where Denmark is included, keeps it quiet. Considering the information 
communications technology (ICT) revolution, with the growth of the Internet and the 
development of powerful computerized systems, the hospitality and tourism distribution systems 
are changing (Bowie & Buttle 2004:176). Depending upon the size of the business and the 
market segment targeted, accommodation providers need to use intermediaries to obtain advance 
bookings to generate occupancy, but the high cost of distribution forces hospitality companies to 
                                                 
12 HotelsNewsNow.com (online version), Thiessen, Tamara (29/10/2012): Record number of Copenhagen hotels go 
green, available at www.hotelnewsnow.com/Articles.aspx/9256/Record-numbers-of-Copenhagen-hotels-go-green. 
(Accessed 18/03/2013). 
13 Ibid 
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look for alternatives. The Internet has become an important tool in the tourism distribution 
channel, and helps hotels to reduce their distribution costs. Considering this fact, we focus our 
research on the online green communication, because it is the most accessible and fastest way to 
discover knowledge. However, travel agents and tour operators remain important intermediaries 
for most hotel brands and many hotels. 
Upon browsing the websites of the Green Key certified hotels, most of them did not 
promote or advertise their green commitment. Some of them have just the Green Key logo in the 
bottom of their homepage; some have little information about their green actions. If we were the 
guests coming to those hotels and have never heard of Green Key, we would never understand 
that they are green. 
Denmark is an eco-friendly place to live, the hotels are the most committed to 
sustainability and are Green Key certified, which is a Danish invention. However, they do not 
use it as a differentiating factor in order to attract the travellers. So, the guests cannot consider 
the hotels’ environmental sustainability when deciding where to stay. Considering the statements 
above, we perceive the following problem formulation as being relevant: 
 
PROBLEM FORMULATION 
 
Why the Green Key certified hotels from Denmark do not use the 
“"greenness"” in their online Marketing Communication strategy 
campaign? 
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II. METHODOLOGY 
 
2.1. Methods 
 
‘Social science covers a broad and exciting field of study.  Essentially, it is the 
science of people and concerned with the study of the social, economic and business 
life and activities of human groups and individuals’14 (Faculty of Social Sciences, 
University of Nottingham, UK). 
 
Social sciences incorporate and address to a variety of spheres, like: anthropology, 
archaeology, criminology, economics, education, linguistics, law, communication studies, 
history, political science, sociology, human geography and psychology. By reformulating the 
definition mentioned above, we may say that social science is the science of society and the 
science of everything that is related directly and indirectly to the society we are living in. ‘Émile 
Durkheim, Karl Marx and Max Weber are typically cited as the principal architects of modern 
social science by this definition’ (Stanford Encyclopedia of Philosophy (2007): Max Weber)15. 
If the social science is the science about the society – as cited above, then the philosophy 
of social science is the study of the logic and methods of the social sciences (Audi 1995:674). As 
so, the philosophy of social science has two aims.  
 
First, it seeks to produce a rational reconstruction of social science. This entails 
describing the philosophical assumptions that underpin the practice of social 
inquiry, just as the philosophy of natural science seeks to lay bare the 
methodological and ontological assumptions that guide scientific investigation of 
natural phenomena. Second, the philosophy of social science seeks to criticize the 
social sciences with the aim of enhancing their ability to explain the social world or 
otherwise improve our understanding of it. Thus, philosophy of social science is both 
descriptive and prescriptive (Internet Encyclopedia of Philosophy, accessed 
12/04/2013)16.  
 
As such, it concerns a number of interrelated questions. These include:  
                                                 
14 University of Nottingham, Faculty of Social Sciences, available at www.nottingham.ac.uk/social-sciences/about-
social-sciences/index.aspx, (Accessed 12/04/2013). 
15 Stanford Encyclopedia of Philosophy (2007): Max Weber,  available at http://plato.stanford.edu/entries/weber/, 
(Accessed 12/04/2013). 
16 Internet Encyclopedia of Philosophy, available at http://www.iep.utm.edu/soc-sci/, (Accessed 12/04/2013).  
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What is the method (or methods) of social science? Does social science use the same 
methods as natural science? If not, should it aspire to? Or are the methods 
appropriate to social inquiry fundamentally different from those of natural science? 
Is scientific investigation of the social world even possible – or desirable? What type 
of knowledge does social inquiry produce? Can the social sciences be objective and 
value neutral? Should they strive to be? Does the social world represent a unique 
realm of inquiry with its own properties and laws? Or can the regularities and other 
properties of the social world be reduced to facts about individuals? (Internet 
Encyclopaedia of Philosophy)17. 
 
Through years, many philosophers tried to answer these questions or at least tried to offer 
an insight view upon these questions. According to the answers they adopted or the thoughts that 
stood behind their answers persuaded them to create and belong to a specific theory. Philosophy 
of social sciences embedded a great numbers of theories beginning from positivism, realism, 
objectivism, critical theory, and finishing with interpretive theory. As there is no right or wrong 
theory, the most important thing is what theory we can use in order to make it relevant for the 
phenomena that we are going to research. Do we perceive the reality when we are making the 
research as the one reality for all of us that cannot be changed, or we are leaner to advocate for a 
reality that is shaped by each of us? These questions as those from above show the perception of 
what methods are appropriate for gaining the knowledge in our research process. 
As the ways which we use to gain knowledge are affected or influenced mostly by the 
fact of how we perceive reality, this is why it is very useful to relate philosophies of social 
sciences in our work. It will offer an insight for our understanding of reality and what specific 
methods best respond to our demands of gaining knowledge in the reality we consider we belong 
to. 
So from all these assumptions one main question arises, which of the theories and the 
methods advocated by the theory presented by the philosophies of social sciences we consider 
relevant for our project work and most important why we consider it relevant? These questions 
we will to answer in the part that follows. 
 
 
                                                 
17 Internet Encyclopedia of Philosophy, available at http://www.iep.utm.edu/soc-sci/, (Accessed 12/04/2013). 
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This section regards the methods we use in the project to investigate our problem 
research and test our assumptions. Choosing the right approach allows us to deepen the analysis 
and strengthen our conclusions. 
We consider relevant to our project the interpretive approach which consists in 
explaining the phenomena from the point of departure that human knowledge about reality is a 
social construction and objectivism does not exist. The purpose of the research thus is to 
understand the events rather than explain the forces that guide them. We are particularly 
interested in the special aspects that drove the Danish hotels having such a position on the 
market. 
 The purpose of our study is to seek out meaning and understanding of the 
phenomenon.  
 Epistemology: our research focuses on the specific and concrete Danish style and 
is seeking to understand the specific context of not advertising the green actions 
or not “flaunting” it as Americans do. 
We combine interpretivism with the qualitative research methods, which emphasize 
description and understanding of socio-cultural interpretive models, relations and identity 
formation, typically without aiming at formulating general theories (Bitsch & Pedersen 
2008:229).  Additionally, it investigates the how and why of the phenomenon by observing and 
analysing data such as interviews, articles, web pages content and design, and observations on 
the case study field. In this case the final report is more descriptive and narrative and includes 
quotations from those who participated in the research. The data consists of words and their 
meaning. 
Interpretive social science bases on observation that the world in which people act and 
orient themselves is always a world full of significance. The world of each person is not one that 
we just observe; moreover, it is full of meaning (Bitsch & Pedersen 2008:161). 
 Ontology: The researcher can never observe or perceive the reality or some facts 
without considering his history, prejudices or stereotypes. ‘There are no given 
objective explanations independent of interpretations; interpretations always come 
before explanations’ (Bitsch & Pedersen 2008:161). Additionally, human beings 
in societies are continually interpretive fellows in a world which is full of 
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meaning. ‘We interpret subject that interpret themselves’ (Bitsch & Pedersen 
2008:161). Thus, in our research it is difficult to be objective sometimes, as we, 
the researches, interpret according to our prejudices, the interviewees also 
responded according to their prejudices and the meaning of some facts may be 
expressed subjectively, favouring some parts. 
Data Collection 
As a primary data we used the interviews conducted with Comwell Roskilde Hotel, 
HORESTA, and Green Key, through which we were able to get to the core of our research 
question and perceive and understand the reality.  
The secondary sources we used are the scholar articles, research papers, reports, and 
theory books, which serve as a background for our green marketing view.  
Additionally, we have used Web-Portal articles and Newspaper articles, online newspaper 
articles in order to attribute validity to the problem nowadays, and perceive the current situation 
that is on the market and around the hotel business. It also helped us to understand whether the 
problem is an authentic one. 
The statics from the reports show the consumer behaviour trends towards the 
sustainability and we used this data to attribute validity and veracity to our research question. 
The reasons for choosing the qualitative research methods would be: 
 It helped to describe the complex phenomena that we have observed among the Danish 
hotels. Also, it provides understanding and description of people’s personal experiences 
of phenomena, which contributes to find the significance of that particular phenomena 
(Johnson & Christensen 2012:20). 
 Qualitative data in the words and categories of participants lend themselves to exploring 
how and why phenomena occur (Johnson & Christensen 2012:20). 
 It allows using an important case to vividly demonstrate a phenomenon to the readers of 
the report (Johnson & Christensen 2012:20), and we have used as samples of focus two 
hotels:  Comwell Roskilde Hotel and Stadthalle Boutique Hotel Vienna.  
 The qualitative research allows us to describe in rich details the phenomena due to the 
position in the local contexts (Johnson & Christensen 2012:20). 
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 It allows are to be more flexible to change, which makes it easier to shift the focus of our 
study (Johnson & Christensen 2012:20). 
After analysing the relationship between the hotel industry and eco-friendly activity, we 
found out more about the Green Key label and the Green Marketing. 
 
Why Green Key? 
To go green involves some specific actions meant to stop or reduce using the materials or 
methods that pollute the environment and producing products/ services that have a less damaging 
impact or a 0% impact on the environment, and going for alternatives. As the "greenness" started 
to develop and a lot of hotels went green, eco-labels appeared to reward the companies that do 
some extra efforts to save the planet. As there are a lot of eco-labels around the world, and a lot 
of countries have developed their own eco certification, we considered it relevant to choose the 
Green Key certification, as most the companies and hotels in Denmark have particularly this one. 
It is easier to evaluate their performance in green actions as they have to follow the same 
standards and criteria and this way we know that if they are Green Key certified, they perform 
what they have to do and they use the same actions when being sustainable. 
 
Why did we choose Comwell Roskilde and Stadthalle Wien? 
We limit our study to on-line marketing and choose the Comwell Hotel Roskilde and 
Stadthalle Boutique Hotel Wien as samples. Comwell Hotel is awarded with the Green Key and 
implements the eco-friendly activity in its policy. 
Our project started from Stadthalle Boutique Hotel from Wien as we have found in the 
news that it is an eco-friendly hotel and the fact of being green was profitable for them. The hotel 
advertises and promotes its environmental commitment and invests a lot in green actions. It also 
appeared in the news and has created new jobs in quality management, communication and 
social media as “going green is a topic that you can talk about”18, mentions Michaela Reiterer. 
After doing some research, we have found out that Denmark is the leader among the green 
                                                 
18Euronews Channel, Business Category/ Business Planet 16/05/2012: Go green, get growing), available at 
www.euronews.com/2012/05/16/go-green-get-growing (Accessed 17/02/2013). 
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certified hotels, but the hotels do not use the environmental sustainability and the "greenness" in 
their marketing strategy. 
Comwell Roskilde Hotel is Green Key certified for a couple of years and upon doing 
some observations in the hotel, we have noticed that they are green, but they do not communicate 
it. The reason for choosing Comwell Roskilde is the fact that we were able to observe in the field 
their green actions and also the way they communicate their “greenness”. 
Our assumption is that hotels should use the green concept in their on-line Marketing 
Communication, because the business can benefit from it in term of better image and increase in 
sales and activity. However through the observation of the on-line Marketing Communication we 
notice that both the Green Key and its eco-friendly methods are not advertised. According to the 
interpretive approach we want to understand the reasons of this behaviour and in doing so we are 
using interviews as a primary data. We contacted Mikal Holt Jensen, Program Manager, Green 
Key, Head of environment of HORESTA (HORESTA is the national trade association for the 
hotel, restaurant and tourism industry in Denmark with about 2,000 members19 ), an anonymous 
representative of Green Key and also Hanne Andersen, Receptionschef of Comwell Roskilde 
Hotel. 
The interviews were recorded, which allowed us to transcript them afterwards and use 
quotations when doing the analysis.  
The questions focus on understanding: 
 What pushed the hotel to go green? 
 What are the advantages and disadvantages of being awarded with the Green 
Key? 
 What is the customer behaviour towards the Green Key certification? 
 Why is not the green concept advertised in the hotel's official website or in any 
other websites? 
To learn more about Green Marketing and on-line advertising we used secondary data 
such as theories, articles and analysis of webpages. This type of data is useful in better 
understanding of the problem background of our problem area so that the reader has a clear 
                                                 
19 HORESTA Official Web-page, available at www.horesta.dk/en/About/Organisational%20structure, (Accessed 
20/05/2013) 
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image of the project context. We analyse the website information of the virtual travel agents, in 
particular when it comes to hotel reservation system. We compare two hotels’ webpages: the one 
of the Comwell Hotel in Roskilde as an example of how the Green Key is not advertised and the 
one of Stadhalle Boutique Hotel Wien as an example of a good advertisement and promotion. 
After collecting the data, we analyse them through the inductive reasoning, which helps 
in reaching general statements from specific examples. This means that from the particular 
answers of the Comwell Roskilde Hotel, HORESTA and Green Key, and the study of the 
websites we are able to make general conclusions on the phenomenon we are studying. We have 
chosen the theories according to our findings. 
Induction in May’s opinion is known as when we examine a particular aspect of social 
life and derive our theories from the resultant data. ‘Research comes before theory and we seek 
to generate theoretical propositions on social life from our data’ (May 2001:32).  
Approaching the theory to findings through induction is characteristic to the qualitative 
research methods.   
 
2.2. Limitations 
In this section we will explain how we limited the problem area and the limits of our 
project. 
Our starting point was to write a project about how a business can combine its activity 
with environment protection. In order to narrow our idea down we decided to focus on a specific 
branch of business, the hotel industry and on a particular eco-label related to it, the Green Key. 
The topic can be considered from different angles thus we decided to focus on the on-line 
Marketing Communication point of view, because nowadays the Internet has become the most 
important and used source of information thanks to its immediacy and free service. However 
hotels do not use only Internet as offer distribution channels: travel agencies and tour operators 
are also important intermediaries in selling the hospitality offer. Due to the fact that we did not 
have access to all this kind of information and resources we are not able to broaden our research 
and look for all the green communication that could be conducted in the hospitality business. 
Besides since we do not have enough time to make a wide survey taking more hotels as 
samples, we limit our research to only one hotel that has all the features we are interested in. 
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From the analysis of this particular case study we are able to make general statements but we are 
limited to the point of view of the Comwell Hotel and to the data it provides us. Also the 
information we got from the interview with HORESTA might be considered bias since Horesta 
has an interest in promoting Green Key. 
 Interviewing more hotels would give us more information about the phenomenon and 
more point of views to consider. The strength of making a wider analysis is that it would allow 
us to clearly define the similarities and the differences of the reasons that guide the business 
decision making process about on-line marketing. Once gathered this kind of information it is 
easier to make comparisons and to associate the analogies in order to strengthen the conclusions. 
Another limitation would be the reduced quantity of theories and researches in the green 
marketing and green business field. As this is a new trend in science and it started to deepen and 
develop recently, it was difficult to select the theories we could apply to our research. Some of 
them contradict each other, some may seem unreasonable, and some do not have validity. What 
exactly works, buys and sells when performing green business and green marketing is not 
known. Additionally, it is difficult to affirm that the theories and methods used in general 
marketing apply to green marketing as well, because the businesses connected to environment 
sustainability need to be 100% sincere.  
Even though we could find a lot of information in this field, most of it is the same. We 
just assume that it needs time; this is only the beginning of including the “green” in science, 
economy, business, culture, etc. 
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III. THEORY 
 
3.1. Hospitality Distribution Channels 
As a starting point in our research, we want to use Bowie and Buttle’s theory, which 
explains the distribution channel options available to hospitality business. To understand where 
to look for the Green Key promotion and environmental sustainability promotion or 
communication, firstly we acquitted ourselves with the hotel offers distribution channels. 
The hospitality business needs to use a wide range of distribution channels to reach all 
their potential customers. The intermediaries in the hospitality channels of distribution are 
presented in the Figure 2.1. (Bowie & Buttle 2004:179) 
 
Figure 3.1.1. Hospitality channels of distribution. 
SOURCE: Adapted from Hospitality marketing (p. 179), by D. Bowie & F. Buttle, 2004, Elsevier Butterworth 
Heinemann, Oxford. 
 
Considering the information communications technology (ICT) revolution, the way the 
hotel business uses the Internet in their distribution strategy is our point of departure. 
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Virtual travel agents are travel agents who only take bookings on the world-wide web, all 
transactions are conducted on the Internet (Bowie & Buttle 2004:182). Some examples of virtual 
travel agents would be Expedia, Hotels.com, Booking.com, Priceline, Travelocity, etc. 
The Internet web portal is the website of each hotel, where customers can make direct 
reservations and find more information about the hotel. 
The distribution is considered the highest marketing cost for the hotel business and for 
this reason most of the hotels decide to take advantage of the Internet since the investment 
required is lower. The emergence of the Internet now allows end-user customers directly to 
access the hotel’s booking engines. This is a good option for the hotel companies to 
communicate with and sell directly to their customers (Bowie & Buttle 2004:189). 
As the hotels eliminate the intermediaries commissions, they need a relatively reduced 
capital to create and design Internet websites and it also allows them to control the information 
that is communicated to the customers, so the Internet distribution channel wins territory every 
day in the hotel business. 
 
3.2. Marketing Communication Mix 
In the Marketing Mix, communicating the offer is variously known as promotion, the 
promotion(al) mix, communication, the communication mix or Marketing Communication 
(which is sometimes abbreviated to Marcom). The public knows it as advertising and selling, 
however it is more than that, effective marketing is dependent upon marketing research, 
segmenting markets, understanding customers, designing hospitality products at the right price 
for appropriate target markets, finding the most suitable location(s), and using the distribution 
network to reach target markets (Bowie & Buttle 2004:196). 
 
The role of the Marketing Mix is to: 
1. Provide an attractive offer; 
2. Communicate it in order to raise awareness, influence the customer behaviour and finally 
increase sales and profits. 
‘The end goal of most Marketing Communications is to influence demand and generate 
sales’ (Bowie & Buttle 2004:196). To achieve this goal, Marcom states that it is necessary to 
raise the target audience’s awareness of the hospitality brand and to help creating the customers’ 
expectations of the hospitality experience. Hence, the author defines three types of 
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communication strategies – ‘to inform, to persuade, and to build relationships with target 
audiences’ (Bowie & Buttle 2004:196). 
When planning the Marketing Communication campaign, the marketing department takes 
the following steps: 
 Setting the budget; 
 Definition of the target audience; 
 Choice of the Marketing Communication strategies and tactics, the way of 
implementation and measuring the results of the campaign (Bowie & Buttle 2004:218).  
Marketing Communication objectives can be classified into ‘learn’, ‘feel’ and ‘do’ 
categories (Bowie & Buttle 2004:199). Small hospitality business has some short-term 
Marketing Communication campaigns, which are original or tactical ideas to respond to some 
difficult trading conditions. However, the major hospitality companies have long-term campaigns 
involving coordinated, planned and professional activity that would support the company’s 
marketing objectives. Most of the times the long-term communication focus on the brand and the 
particular interest that is followed is that the consumer is aware of the brand meaning and has a 
preference and a positive attitude towards that brand (Bowie & Buttle 2004:218). 
When considering the Green Marketing Communication, the main goal would be raising 
environmental awareness, learn the commitments the hotel has for the environment, feel the way 
they do it, and do it by selecting the specific green hotel. However, this does not necessarily 
mean that the main goal of Marketing Communications in general is excluded. If people are 
informed and conscious about the environmental situation and the alternative offers that surround 
them, they will make the right choice. 
We will use this approach of Marketing Communication concepts to emphasize the 
expected Marketing Communication goals of the hotel offers. We want to understand the 
concepts of communicating the offers in the hotel business in order to be able to analyse the way 
they communicate the "greenness" or green offer they have. To get an overview of the Marketing 
Communication strategies in "greenness", we looked for Green Marketing concepts. 
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3.3. Green Marketing 
Defining Green Marketing can be challenging since it is a broad concept including 
‘product modification, changes to the production process, packaging changes, as well as 
modifying advertising’ (Polonsky 1994:1). 
In this chapter, we present an overview of what Green Marketing is, why it is important 
and give some personal consideration about it. 
 
DEFINITIONS 
1) Michael Jay Polonsky 
Polonsky (1994:1) states that a part of the population perceives Green Marketing as 
‘promotion’ and ‘advertising’ of green products, and the terms Phosphate Free, Recyclable, 
Refillable, Ozone Friendly, and Environmentally Friendly seem to be associated with Green 
Marketing most of the times. Therefore his definition is: 
 
Green Environmental Marketing consists of all activities designed to generate and 
facilitate any exchanges intended to satisfy human needs or wants, such that the 
satisfaction of these needs and wants occurs, with minimal detrimental impact on the 
natural environment (Polonsky 1994:2). 
 
This definition does not eliminate consumerism, which general marketing has strived to 
develop and stimulate among population, but suggests that it should be done in a more careful or 
sustainable way. We cannot exist without using and consuming the resources, however we need 
to do it in a more prudent way. Also in the Polonsky definition the buyer’s and seller’s interests 
are protected, and the environment’s interests are protected as well.  
 
‘To be accurate products making green claims should state they are "less 
environmentally harmful" rather than "Environmentally Friendly." Thus the Green 
Marketing should look at minimizing environmental harm, not necessarily 
eliminating it’ (Polonsky 1994:2).  
 
Marketing can change people lifestyles, but it cannot change it completely. We are a 
wasteful population, and in order to survive we need to consume. 
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WHY USING GREEN MARKETING? 
 
According to Polonsky (1994:3) the reasons why firms use Green Marketing could be the 
following: 
1. Organizations perceive environmental marketing to be an opportunity that 
can be used to achieve its objectives [Keller 1987, Shearer 1990], and its objectives 
could be random as some organizations may want to attract more customers, others may 
want to win public trust and have a better image on the market, some may want to 
increase the sales, etc. and in accordance with the objective, the organizations will use 
specific Green Marketing tools to achieve the goals. 
2. Organizations believe they have a moral obligation to be more socially 
responsible [Davis 1992, Freeman and Liedtka 1991, Keller 1987, McIntosh 1990, 
Shearer 1990], which sometimes may come as a pressure from the consumers, as we 
mentioned the Wall-Mark, Starbucks, Apple, etc. Their belief of being more socially 
responsible came after the consumers’ attitude and behaviour. 
3. Governmental bodies are forcing firms to become more responsible 
[NAAG 1990], and particularly there are some NGO’s that cooperate with the 
Government, as it is the Green Key for example, and the Government in a way expresses 
the power through them. 
4. Competitors' environmental activities pressure firms to change their 
environmental marketing activities [NAAG 1990], which works most of the times among 
the businesses, and one example we can come up with is the Danish Hotel Market. 
5. Cost factors associated with waste disposal, or reductions in material 
usage forces firms to modify their behaviour [Azzone and Manzini 1994], as all eco-
labels standards require the reduction of water, energy, waste and this results in 
companies saving the production costs. 
Additionally when being green, the companies may take two perspectives (Polonsky 
1994:4): 
1) They can use the fact that they are environmentally responsible as a marketing tool; or 
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2) They can become responsible without promoting this fact. 
When taking the first perspective, the "greenness" is integrated in the corporate culture as 
a part of the company's philosophy and as not a competitive tool, but still it offers competitive 
advantages. The second perspective protects the company from any risky CSR communication 
gaffs. 
 
2) American Marketing Association 
American Marketing Association defines Green Marketing through three perspectives: 
 retailing definition: ‘Green Marketing is the marketing of products that are presumed to 
be environmentally safe’20. 
 social marketing perspective: ‘Green Marketing is the development and marketing of 
products designed to minimize negative effects on the physical environment or to 
improve its quality’21. 
 environmental definition: ‘Green Marketing is considered as the efforts by organizations 
to produce, promote, package, and reclaim products in a manner that is sensitive or 
responsive to ecological concerns’22. 
 
3) Ken Peattie and Martin Charter 
Peattie & Charter define Green Marketing taking into account the ecological and societal 
marketing concepts: 
 
The holistic management process responsible for identifying, anticipating and 
satisfying the needs of customers and society, in a profitable and sustainable way 
(Baker, et al. 2003:727).  
 
This definition also combines the economical and ethical aspects of social life: people cannot 
survive without consuming, but the consumption has to be reasonable and sustainable 
 
                                                 
20 Green Marketing, American Marketing Association Dictionary, available at  
www.marketingpower.com/_layouts/dictionary.aspx?dletter=g (Accessed 01/05/2013) 
21 Ibid 
22 Ibid 
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4) John Grant 
Grant defines the Green Marketing as ‘a creative opportunity, to innovate in ways that 
make a difference and at the same time achieve business success’ (Grant 2007:10). 
 
Green Marketing is being touted as a part of the potential solution to the 
environmental issues. From the green side, marketing offers a creative way to engage 
people, to promote greener lifestyles. From the business side, marketing offers a way 
to engage people for the firms and brands that are doing more than most with 
corporate responsibility (Grant 2007:21). 
 
As we can see, defining Green Marketing is quite difficult and none of the definitions 
given so far have been accepted as a universal one. However if we consider the studies of the 
authors above we are able to give our own definition of Green Marketing. 
In our opinion Green Marketing is: the promotion of greener lifestyles and the social, 
economic, political, cultural activities held in a sustainable way, which will lead to a type of 
business that produces and operates with less damaging impact on the environment. 
Whether it is possible to achieve a sustainable way of life it is hard to predict. The Green 
Marketing can shape our lifestyles, but it is very hard to commit or to convert to such a lifestyle. 
With businesses it is even harder, because it depends on the business whether being 
environmentally responsible could be profitable. And some businesses cannot combine with 
environment protection in any way, the first example we can give is the petroleum industry. For 
such an industry, which is extremely profitable, being sustainable means being out of the 
business. The industry has to disappear in order to have a zero impact on the environment. 
However, we tend to think that money is very important, but there always could be some other 
ways of earning them.  
When implementing Green Marketing, a business pays for the marketing and should 
expect to see a return (Grant 2007:10). However, the desire of taking a sustainable stance may 
lead to three possible threats. 
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Figure 3.3.1. The three possible threats of sustainability integration in the company’s culture 
 
SOURCE: Adapted from Green Marketing Manifesto (p. 22), by J. Grant, 2007, Chichester: John Wiley & Sons, 
Ltd. 
 
So it is really a challenge to ally the marketing and green as a conflict arises on a wide 
range of levels, such as ideological, cultural, economic, and practical. However, this conflict is 
very important – ‘when challenges seem impossible in current terms that truly new ideas get 
considered’ (Grant 2007:23) and alternatives start to be the main course. 
Grant sees the Green Marketing as being both commercial and environmental; a win:win. 
‘The goal of the Green Marketing is to do the right thing for the environment and also good for 
the business’ (Grant 2007:2). 
With the Green Marketing Manifesto book, John Grant did not mean to suggest that 
Green Marketing is not for profit, but if it is just for profit then there will be big doubts. People 
should find coincidences of interest between marketing and green in order to make it work. Some 
businesses or some activities in those specific businesses may have to be cut off, but we think 
that if all of a sudden, the environment condition worsens, then all the businesses will suffer and 
actually there will be no business at all. And firstly, green marketers need to be aware and 
understand green issues (Grant 2007:26).  
So as Grant mentions in the entire book and even as Kotler mentions in his “Marketing 
3.0” book, education is the first on the list when referring to Green Marketing. And indeed, there 
is a lack of knowledge in this field. The "greenness" is not taught anywhere except in schools at 
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biology or geography classes and the Environmental Faculty in Universities. The green has never 
been connected to other fields. But in future this combination is inevitable. 
Additionally, educated people are more willing to contribute to saving the environment. 
Marketing has an enormous power, as Grant mentions ‘you can change what people do and you 
can change the way they see the world’ (Grant 2007:12). 
Another point Grant (2007:19) mentions is: ‘being green is not just for middle class, 
liberal, educated people – it’s everyone’s issue’, but as it always has been, high class feels that 
they rule the world and that they can control everything, because they have the money and the 
power. However the nature shows the opposite quite often nowadays, considering only the 2004 
devastating Indian Ocean tsuami or the 2011 Tohoku earthquake and tsunami, the last one 
causing the nuclear accidents at three reactors in the Fukushima Daiikhi Nuclear Power Plant 
Complex. But even for middle class it is very difficult to get used to more inconvenient products 
or ways, such as replacing the car with a bike, or even worse with walking. This is the reason 
why it is so difficult to communicate the “"greenness"”, to make others become green, to sell 
green products and to change everything to green. It involves a change that may create 
inconveniences and toughness; this is when speaking of a green lifestyle. However when 
speaking about green products/ services, it is difficult to understand and believe that businesses 
experience the same toughness and expenses. This is the reason of higher prices sometimes: 
innovation, researches, time and money are required. 
All the hotels in Denmark even though they have the Green Key, they cannot use it as a 
reason for increasing the price of their services, because all competitors have that and it would be 
irrational to set a higher price because of that. The point is that people are concerned of buying 
green products because they are more expensive.  
Considering the Cone Communication Trend Tracker from 2012, and particularly the 
survey conducted by ORC International about the factors that discourage Americans to buy green 
products, 42% of the respondents affirmed that higher prices discourage them from buying the 
green products (Figure 3.4.6).  
We do not deny this; it is true because when going in a shop we would see one bottle of 
milk that says ecological, and the others are not. So the idea would be that if all businesses go 
green, then setting a higher price, because you are ecological and green would not make any 
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sense. The principles of the market remain the same: price competition; and some of the 
customers will always choose the lowest priced products, but the offers will all be green. 
However, the challenge of the Green Marketing now is that not all the businesses are 
green and this is why some use this for setting higher prices or even doing greenwashing. The 
challenge is to educate people, spread the news and determine everybody to go green. And this is 
not as pushing somebody to convert into a new religion from which people may get reasonable 
one day and realize they were blind all that time, it is really the way to have a future on the earth. 
Grant refers in his book that the causes of the environmental issues we have today is the 
consumerism that the general marketing strived to achieve, we are a wasteful and a consuming 
population. But we were never able to fight this, because from the beginning we needed a shelter 
and food. We cannot survive if we don’t consume, so the best solution would be to choose what 
to consume and particularly something that has less harmful impact on the environment that 
recycles or recirculates. We cannot go back to living without light or eating from picking berries. 
At least it seems impossible now, but who knows what we should expect. 
We have already achieved a big part of the Green Marketing goal. A big part of the 
population in high developed countries is concerned with the environmental condition and is 
environmentally aware, meanwhile those countries are the most consuming part of the world, as 
Grant (2007:29) mentioned that USA lives a life of 5.3 planets, and step by step they started to 
make a change and think and invent alternatives. 
The other part of the population is still developing and the fact of being poor makes them 
think only about money and consume more and more. And this is also very difficult to change. 
To change the world and in different ways, as each region requires special care, ideas and 
methods for producing the change; Green Marketing is indeed in a very tough position. ‘The 
challenge is to make doing green stuff part of normal life’, and the most important …’it doesn’t 
even have to look ‘green' (worthy, hippy, natural, etc.’ (Grant 2007:32). 
 
5) Kotler’s theory 
Another contribution to Green Marketing was made by the father of marketing, Philip 
Kotler. Using his theory allows us to understand the hotel role in sustainability. 
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Kotler et al. (2010:153) states that companies can adopt three roles in sustainability: the 
Innovator, the Investor, or the Propagator 
The innovator invents or innovates products that contribute to saving the environment, 
but they also do no damage to the environment or help to cure the effects that already happened 
either in the production process or in their disposal. The innovator' is involved in research 
projects that last years and require a lot of investments. Their innovations are used globally and 
on a long term. Additionally, they assume a lot of risks as the results they will achieve are 
uncertain. Normally, the innovator comes from ‘chemical/biotechnology/energy/high-tech 
industries because these capabilities are needed to invent and produce such products’ (Kotler et 
al. 2010:155). 
The Investor is the one that finances the research project either in his own company or in 
the external companies. He invests for the innovation to take place and he has a very important 
role in sustainability. Even though being a businessman and looking for profit and increasing his 
income could be considered as negative features, these specific features drive him to invest in 
innovation under the assumption that innovation is the potential source of further income. The 
investor does not take the big risks as the inventor does, ‘because the green business is not its 
core business mission’ (Kotler et al. 2010:157). Nevertheless, he refers to the green philosophy in 
the corporate culture and ‘shares the vision of a greener and sustainable world’ (Kotler et al. 
2010:157).  The investor is interested in his investment to pay off, but additionally he looks for 
other types of returns, such ‘as improvement in image, increase in brand value, avoidance of 
more pressure from environmental organizations, selling green products to meet market demand, 
etc’ (Kotler et al. 2010:158). 
The third role, which is the Propagator, is a smaller company that does not come from 
chemical/biotechnology/energy/high-tech industry. The mission he has, besides business, is to 
raise environmental awareness among people, such as consumers, employees, communities, etc. 
He forms the informed mass or the supporting society that will buy Innovator’s products and 
which will support and appreciate the contribution of the Investor that will also pay off. The 
strategy used by the Propagators is creating environmental awareness (Kotler et al. 2010:159). 
The reason we use these three roles is that companies could adhere to them when taking 
sustainable actions. This could serve as a guideline for the business that wants to be 
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environmentally responsible but do not know how to do it. They may adopt a position, or two or 
all three and the public will support them. A win:win situation is the driving force for combining  
business with environmental sustainability.  
 
3.4. The Green Trends of Consumer Behaviour  
Consumer behaviour is a field of interest for many researchers and it is very hard to 
understand and predict. One of the most dominating models for defining or explaining the 
customer behaviour is the utility theory, ‘which proposes that consumers make choices based on 
the expected outcomes of their decisions. Consumers are viewed as rational decision makers who 
are only concerned with self-interest’ (Bray 2008:2). 
Utility in the Economic Dictionary23 is defined as the total satisfaction received from 
consuming a good or service. Consumer behaviour theories assume that consumers will strive to 
maximize their utility.  
Chugh (2012:17) defines utility as the “satisfaction” or “happiness” that a consumer 
obtains from consuming various goods. 
As the utility is a desire and it cannot be measured directly, the way to measure it 
indirectly is through ‘the price which a person is willing to pay for the fulfilment or satisfaction 
of his desire’ (Marshall 1920:78). 
Thus, the budget constraints when making the purchase decision cannot be excluded. 
The Figure 3.4.1 shows the relation between the budget and the combination of the two 
options of goods the consumer can afford to purchase. So the individual can afford to buy only 
the combination of the goods Y and X in the shaded triangle. 
 
 
 
 
 
 
                                                 
23Economic Dictionary, available at http://www.investopedia.com/terms/u/utility.asp, (Accessed 06/05/2013) 
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Figure 3.4.1. The Individual’s Budget Constraints for Two Goods 
 
SOURCE: Adapted from Microeconomic Theory Basic Principles and Extensions 10th Edition (p. 115), by W. 
Nicholson & Ch. Snyder, 2008, Thomson South-Western, Mason. 
If all the income is spent on buying the good X, then the quantity of X would be and the 
opposite. This relationship can be expressed through the following equation: 
 
                                                     (4) 
The budget constraints the consumer to buy more than he affords.  Even though the price 
plays an enormous role wh\en making the purchase decision, there are still a lot of factors that 
can influence the customer behaviour which will be described below. 
While the utility theory views the consumer as making rational choices, the contemporary 
research on customer behaviour notices that a wide range of factors influence the consumer and 
acknowledge the broad activities that take place beyond purchasing. The contemporary consumer 
‘needs recognition, information search, evaluation of alternatives, the building of purchase 
intention, and the act of purchasing, consumption and finally disposal’ (Bray 2008:2). 
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Thus a recent definition of the consumer behaviour is  
 
‘the study of the processes involved when individuals or groups select, purchase, use 
or dispose of products, services, ideas or experiences to satisfy needs and desires’ 
(Solomon et al. 2006:6). 
 
A similar definition gives Schiffman and Kanuk (Bray 2008:3) ‘the behaviour that 
consumers display in searching for, purchasing, using, evaluating, and disposing of products and 
services that they expect will satisfy their needs’. 
According to Khosla (2010:220) there are five stages of a consumer buying process: the 
problem recognition state, where the consumer identifies something that he needs; the search of 
information, where the customer seeks information about the product; the possibility for 
alternative products such as cheaper or better; the choice to buy the product and the actual 
purchase. 
 
Figure 3.4.2. The Five Stages of Consumer Buying Process 
 
SOURCE: Adapted from Consumer psychology: The essence of Marketing (p. 220), by S. Khosla, 
2010, International Journal of Educational Administration 2(2). 
 
When taking into account the factors that influence the customer behaviour in making a 
purchase, they are very random. Starting from environmental factors, such as the Marketing’s 
4P’s: Product, Price, Place, Promotion and continuing with the economical, technological, 
political, cultural, demographic, and natural. There are also buyer’s characteristics factors, the 
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attitude, motivation, personality, lifestyle, knowledge, beliefs, feelings, etc. Behaviour can also 
be affected by external influences, such as culture, sub-culture, locality, royalty, ethnicity, 
family, social class, past experience reference groups, lifestyle, market mix factors. (Sandhusen 
2000:219).  
Considering the aggravating environmental conditions that the planet is facing, 
particularly the pollution and global warming, the consumer norms and preferences have 
changed in a green way. These new preferences come from the consumers and from the desire to 
preserve what they have and also to improve the quality of the environment. The "greenness" 
pressure from the consumers pushed the companies to go green as both of them want to be 
ethical, political and environmental correct. 
“Sustainability is at the forefront of our business model because of customer demand” 
(Bruce Poon Tip, Founder and CEO, G Adventures)24. 
As customers express environmental concern, particularly a survey conducted by Cone 
Communications in 2007 showed that 70% of Americans were concerned with the environment 
and another US study on climate change, the Vizu Study in May 2007 (Grant 2007:41) showed 
that 74% of the Americans think global warming is an issue and is important, the marketers 
started to show an interest in it. 
The environment is a potential factor in influencing the customer attitudes and behaviour, 
but we also think that the budget constraints is an important factor of influence and for a major 
part it is the factor that stops them from buying the green products as the results of some other 
survey will show below. The consumers have two options: non-green and green products. In 
accordance with their income they can afford to buy either both options or just one, being it 
either the green or non-green one. However, as the consumer behaviour is not easy to predict and 
understand, the consumers are influenced by many other factors when deciding to purchase or 
not the green products/ services. Saying that the budget stops consumers to buy the green 
products would be subjective, because the survey’s results show that a half of the respondents 
purchase those particular goods.  
                                                 
24 Center for Responsible Travel (CREST) Fact Sheet (January 2013): The Case for Responsible Travel: Trends and 
Statistics, available at www.responsibletravel.org/news/Fact_sheets/Crest_RTI_TrendStats_print_1_4%20(3).pdf 
(Accessed 18/05/2013) 
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The 2013 Cone Communications Green Gap Trend Tracker presents the findings of an 
online survey conducted March 7-10, 2013 by ORC International among a demographically 
representative sample of 1,068 adults, comprising 552 men and 516 women 18 years of age and 
older. The margin of error associated with a sample of this size is ± 3% at a 95% level of 
confidence. 
According to 2013 Cone Communications Green Gap Trend Tracker, 71% of Americans 
consider the environment when shopping, which increased since 2008, when the percentage was 
66%. Also, 45% of consumers actively look for environmental information about the products 
they purchase. 
Even though the Americans consumer is environmental aware and is concerned with the 
environment, it does not seem to do that much when it comes to his actions as 30% affirmed that 
they use often the products that achieve the intended environmental benefit, and 40% say they 
dispose the product in a way that fulfils the intended environmental benefit.  
 
Figure 3.4.3. Americans believe it’s their responsibility to properly use and dispose of green 
products, but they also rely on companies help. 
 
SOURCE: Adapted from Cone Green Gap Trend Tracker (p.3), by Cone Communications, 2012 . Survey conducted 
March 7-10, 2013 by ORC International, Boston: OMC. 
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Nevertheless, the American consumers show a desire to learn more and find out more 
about the companies’ "greenness", as 71% regularly read and follow the instructions on how to 
use the products and 66% on how to dispose it and 41% look for additional information and 
research on how to use best and discard the product. 
90% state that it is their responsibilities to properly use and dispose of green products for 
the greatest environmental benefits, where 85% think that companies are responsible for making 
sure the consumer know how to properly use and dispose the green products. 
As we can see, the consumers are requiring for more information from the companies. It 
is very important to communicate the green offer and promote it. 
The consumers also do not seem to understand the environmental messages companies 
express or post. 
 
Figure 3.4.4. When Americans see a product advertised as “green” or “environmentally 
friendly”, they believe it means. 
 
SOURCE: Adapted from Cone Green Gap Trend Tracker (p. 5), by Cone Communications, 2013 . Survey conducted 
March 7-10, 2013 by ORC International, Boston: OMC 
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As the chart above shows, the American consumers when see a product advertised as 
green or environmental friendly, only 40 % think that the product has a positive impact on the 
environment, the others think that it has a lighter impact (22%), or it has a neutral impact (also 
22%), or it doesn’t mean anything. The results above are compared with the one from 2012 and 
2008, and the thing we want mention here is that 5% don’t know what green means, which 
decreased since 2008 when 10% didn’t know what green means. So, the green awareness 
increased, but they still are not aware of the most important terms, which may confuse the 
consumers. 
When considering the reasons of buying the green products, 88% believed that it’s 
healthier for themselves, their families or their communities, 87% of the respondents, compared 
to 85% in 2012, said they want to preserve the environment for future generations.  
Another reason would be that it will save them time and money on a long term, such as 
water, electricity, which 84% agreed to that, but the number decreased compared to 2012 when it 
was 90%.  
Figure 3.4.5. Americans’ reasons for purchasing green products 
 
SOURCE: Adapted from Cone Green Gap Trend Tracker (p.7), by Cone Communications, 2013. Survey conducted 
March 7-10, 2013 by ORC International . Boston: OMC 
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We could blame the financial crisis; however there could be several reasons. The 
financial crisis was and still is indeed very tough to resist, and we admit that in a crisis situation, 
people cannot think clearly, panic and want to save the money they have.   
78% believed it’s a better product, better design, higher quality, and the percentage also 
decreased compared to 2012 when it was 82%. 58% of the questioned state that this is a way of 
showing others that they care about the environment (Figure 3.4.5). 
This survey shows that the consumers have different motives for purchasing the green 
products, but it is important that each of them has a certain reason for purchasing the green 
products and that the green products sell. 
When considering the reasons of being discouraged of buying the green products, the 
same survey conducted in 2012 on American consumer, show that 42% believed the 
environmental products cost more than the traditional one. As we have mentioned before, the 
price has a major influence on the customer behaviour, however the percentage was 42% and not 
100% who believed that. And we truly believe that the situation will change in regards to green 
products. As soon as all the businesses will go green, there will be cheaper and more expensive 
green products; it will be a green market. When analysing the hotel industry and particularly the 
Danish Hotel Market, there is already a competition in "greenness" as over 63% of hotels in 
Copenhagen are green certified and 43% nationwide25. Raising the price of the services due to 
Green Key certification cannot be considered as a reason and it does not happen actually. The 
competition is already fierce among the Danish Hotel Market in the "greenness". 
 
 
 
 
 
 
 
                                                 
25 Sustainable Events Denmark (25/11/2011): Green matters: 63% of hotel rooms in Danish Capital certified green, 
available at www.sustainableeventsdenmark.org/learn/articles/green-matters-60-of-hotel-rooms-in-danish-capital-
certified-green, (Accessed 28/02/2013) 
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Figure 3.4.6. American’s reasons for not purchasing the green products 
 
SOURCE: Adapted from Cone Green Gap Trend Tracker (p.7), by Cone Communications, 2012 . Survey conducted 
February 23-27, 2012 by ORC International. Boston: OMC 
 
Other reasons were that the consumers did not trust the environmental claim on the 
product, which 27% agreed to that. 27% stated that the product was difficult to find, 16% state 
that the product design was unattractive. However 31% have not been discouraged from buying 
environmental product, which shows the impact of environmental concern on the consumer 
behaviour. 
Additionally, as we mentioned before advertising and communicating some 
environmental misleading actions, particularly posting the environmental commitment, but not 
doing it in practice, will be harshly criticized by the society, the media and the image of the 
company will be strongly affected. The same survey conducted by ORC International shows that 
78% of the consumers will stop buying the product if they find out that the environmental claim 
was a lie, and the number increased with 1% since 2012. 
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Figure 3.4.7. American actions when discovering misleading environmental claims 
 
SOURCE: Adapted from Cone Green Gap Trend Tracker (p. 5), by Cone Communications, 2013. Survey conducted, 
March 7-10, 2013 by ORC International. Boston: OMC 
 
Grant shares the same suggestions, companies should advertise what they specifically do, 
otherwise they will be criticized and the market place could be downgraded completely. 
The Environmental Leader Environmental and Energy Management News posted on 
October 24, 2012 in an article26: 
 
‘According to 2012 Cone Communications Corporate Social Return Trend Tracker, 84% 
of Americans hold companies accountable for producing and communicating the 
results of CSR commitments by going beyond the mission to robustly communicate 
progress against well-defined purpose. Some 40% go as far as to say that they will 
not purchase a company’s products or services if CSR results are not communicated’. 
 
The fact that the consumers are environmental aware and are interested to find our more 
information about the green products/ services and to buy them is very important for 
sustainability matters, however, Green Marketing does not intend to change the way the market 
operate. It rather seeks for all the businesses to go green so that the only offer that is available is 
the green products. 
                                                 
26 Environmental Leader Environmental and Energy Management News, (24/10/2012): Consumer Demand 
Sustainability Results, Survey Say, available at http://www.environmentalleader.com/2012/10/24/consumers-
demand-sustainability-results-survey-says/, (Accessed 07/05/2013) 
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IV. ANALYSIS 
Denmark is one of the countries where environmental concern can be seen through its 
actions, it uses alternative energy sources, saves the natural resources and particularly is one of 
the few countries where researches are made for finding sustainable alternatives.  
When we started studying at Roskilde University, in the first weeks of the semester, the 
university was the host of a workshop, where different companies and not only were recruiting 
students for different job positions. The thing that amazed us was the project called “Algae 
Innovation Center” that is doing some research in collaboration with Green Center, Roskilde 
University and Aalborg University in regards to algae usage in agriculture as energy and 
renewable fertilizer, treating the wastewater, bioenergy production, CO2 capture, cosmetics and 
medicine, etc. They are discovering new ways of using the substance from algae as an alternative 
raw material for many industries. In their booklet, we have found the following message:  
 
“The philosophy is to move from a problem to resource and look at algae production 
as a potential source for new and innovative solutions to current and future societal 
challenges”.  
 
The algae are a problem in Denmark, but this country takes actions for solving its 
problems, and is looking for a sustainable way to do it. If we start looking for other projects in 
sustainability, we will find a lot in Denmark. 
Nowadays the Internet has become the primary source of information since it gives 
access to a wide range of information in a fast and free way. Therefore businesses have increased 
their use of online advertising in promoting their activities. Green Marketing is a new approach 
to marketing whose purpose is to promote those businesses that have implemented eco-friendly 
methods in their activities. If we focus on the hotel industry it is evident that a significant part of 
the business success depends on its marketing and advertising strategies. The Internet serves as a 
new communication and distribution channel for e-travellers and suppliers of travel services and 
products. This new channel also enables tourism businesses to improve their competitiveness and 
performance (Law, Leung & Wong 2004:100). Through advertising useful information are 
conveyed to the consumers that become aware of what the business does. 
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When we started the research, particularly through browsing the internet, we observed 
that the hotels do not communicate their green actions and do not use the eco-label certification 
in their marketing strategy. First, we browsed the Green Key official website27 in order to get 
acquainted with the standards they require to be fulfilled in order to be considered green. Also, 
we found the list of all the certified hotels from Denmark, 43% of the hotel rooms are eco-label 
certified as of 29 October 2012, and particularly 88 hotels are Green Key certified.  
Upon browsing the website of each hotel, we observed that just a few hotels use the green 
concept in the advertising strategy and as a part of their brand and as a consolidation for their 
image (they described the actions they do, and provided a lot of details about the way they do it 
and their goals), however most of them just have the Green Key logo on the bottom of their 
homepage, or may have a section in “About Us”, called Environmental Awareness or 
Sustainability, in which they may say a few words about the Green Key certification or posting 
the sentence “We care about the environment”. 
Additionally, when checking the booking services websites, particularly Priceline, 
Hotels.com, HOTEL, ORBITZ, Expedia, Travelocity, Booking.com, lastminute.com, which 
according to the TopTenReviews research are the ones of the most used feature for reservations 
these days, some of the websites had a section which was called Eco-friendly hotels, or 
Environmental friendly, or Green hotels, or Environment / Sustainable hotels, however once 
accessing the specific green hotel, there is no information about the eco-label certification, or 
about the "greenness" of the hotels. 
Comwell Roskilde Hotel is Green Key certified and is a 3 stars hotel. Stadhalle Boutique 
Hotel Wien is also eco-labelled certified, particularly with EU ecolabel, ecolabel of the Austrian 
Republic called Das Österreichische Umweltzeichen, ÖGUT-Umweltpreis ecolabel, and some 
other awards and is also a 3 stars hotel. When trying to reserve Comwell Roskilde on 
booking.com or on hotels.com, there is not any word of the Green Key certification or about 
being an environmentally friendly hotel. The hotel mentions the commodities it has, services and 
facilities. The user is totally unaware of the fact that the business is eco-friendly. 
However, when reserving the Stadhalle Boutique Hotel Wien, we notice that they 
mention the fact that it is an eco-friendly hotel, this being one of the first things said.  
                                                 
27 Green Key Official Website, available at www.Green Key.org. (Accessed February 21, 2013) 
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Figure 4.1. The Hotel Stadthalle Description on Booking.com 
 
SOURCE: Adapted from Booking.com, available at www.booking.com. (Accessed 24/04/2013) 
 
As we can see in the screenshot of Booking.com, in this web page the hotel is presented 
as eco-friendly and the description includes its green activities in order to show the user what 
being green means to this business. 
Nevertheless, we cannot exclude the fact that the price is not the first or even the only 
factor that matters for some consumers when making the purchase decision. This is how the 
customer behaviour is expressed, they will always look for the cheapest price and the goal for 
most of the companies is to get as many customers as they can and of course, it can be achieved 
only through decreasing the price.  
Some literature and reports suggests that when going green, the companies could save 
production costs as some of the production methods could be changed, or some of the steps 
eliminated as an innovative method can be discovered, or that some of the waste produced in the 
production process could be used as a raw material for some other industry and the reduction of 
costs leads to a revenue increase. So in that case, price reduction will result which is good for the 
customers, but also for the company. The thing here is that it is a win:win situation, and going 
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green actually makes us to think of alternatives, invent and discover new and better products, 
services, methods and so on. 
A different perspective is that green products may be of a higher quality, and some 
customers are already aware of that, as better quality means that you will save on a long term. As 
we mentioned previously, the survey conducted on American consumers posted on Cone 
Communications showed that 84% of the respondents think that ‘It will save them money and 
time in the long run (e.g. saves water, electricity)’, 88% think that ‘they believe it’s healthier for 
themselves, or their communities’, 87% ‘they want to preserve the environment for future 
generations’, 78% ‘they believe it’s a better product (e.g. better design, higher quality), 58% ‘it’s 
a way to show others they care about the environment (Figure 3.4.5, Previous Chapter). 
This statistics shows the consumer behaviour from USA, unfortunately, we could not find 
any statistics in this field from Denmark. The point that intrigued us is that some customers try 
the green products and then change their attitude towards them. We are not saving with cheaper 
products; this is really a lie, which actually is a marketing invention. Taking a simple example 
from the Housekeeping Department from Comwell Roskilde hotel, before getting Green Key, 
they used chemicals that contained Chloride and other components, which were cheaper, but the 
smell was quite strong and people could get allergic sometimes. In addition, it took a while for 
the smell to disappear from the rooms, and the housekeeping employees suffered the most when 
cleaning.  
After starting to use the green chemicals, without Chloride, the employees do not have 
allergies that often and additionally, they use smaller quantity in order to get the areas or surfaces 
cleaned. However, we do not claim that the green products are the best, because they still use 
other substances that may also have some damage to the environment, but in a smaller way. 
Another example of the cheap goods is the very cheap clothes and shoes that started to 
appear on the market recently. They are cheap and it is great, however, they have such a poor 
quality that soon we have buy a new one. If we made some calculations in the end of the year, 
we would be amazed that actually we did not save at all. However, it is hard to believe that green 
products are better, because this is seen as an investment, which may not pay off or as it is taken 
from the consumer point of view, it is not worth it, but we would encourage everybody that they 
worth at least a try. 
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A third perspective is that the Green Marketing seeks to persuade all businesses to go 
green and people to have green lifestyles. The idea is that if all businesses go green and produce 
green products and offer green services, the principles of the market will remain the same. 
Customers will not have other options than green products, and the price competition will be the 
same.  
As most of the Green Marketing definitions do not eliminate consumerism, because this 
is just impossible to achieve, the same thing is with price competition. We can’t blame the 
consumer behaviour or the human nature of some for choosing the best deals; we just have to 
find a different alternative, which is all the market offers to be green. As the marketing used to 
persuade people to buy and consume more and more, particularly to convince them to buy things 
that they don’t need and make them feel they want things that they don’t actually need, the Green 
Marketing has the same goals but with green products, services and lifestyles, this time is an 
ethical goal, and the society will only win from this and live longer. 
The second step in our online research is the hotels webpage analysis. We cìompared the 
web pages from two different eco-friendly hotels: Stadthalle Hotel from Wien and Comwell 
Hotel from Roskilde. The first one presents a good advertisement whereas the second one does 
not. 
When looking at a web page the user expects to find all the information he needs in an 
immediate way. The page should be designed in a way in which the access to the most important 
information is simple and clear. The explosion of data needs an architecture, needs a series of 
systems, and needs systemic design, a series of performance criteria to measure it (Wurman, 
Richard Saul, The Info Design Interview by Dirk Knemeyer, 2004)28. 
If we take a look at the official web page of Stadthalle Hotel from Wien we can suddenly 
understand that the hotel is eco-friendly. Together with the typical information a hotel should 
have (accommodation, prices, general information about the building) we can easily see the 
section ENVIRONMENTAL AWARNESS that provides us with all the useful information about 
the hotel policy and its green activities.  
 
                                                 
28 Wurman, Richard Saul, The Info Design Interview by Dirk Knemeyer, 2004, available at 
http://www.informationdesign.org/special/wurman_interview.htm, (Accessed 07/05/2013) 
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Figure 4.2. Stadthalle Boutique Hotel Wien Homepage 
 
SOURCE: Adapted from Stadhalle Boutique Hotel Homepage, available at www.hotelstadthalle.at/eco-friendly-
hotel, (Accessed 21/02/2013). 
 
The web page is developed around the idea of promoting the green concept and 
emphasizing the hotel’s commitment to it. The user who browses the web page for the first time 
and may not know anything about the hotel can for sure realize that the hotel is eco-friendly and 
can easily understand what exactly the hotel does in order to be regarded as such.  
Additionally, once clicking on environmental awareness, the user can find all the 
information the CSR policy, they mention that their hotel is the world’s first city hotel with a 
zero energy-balance, they mention the green technology they implemented, particularly that they 
have more than 200 m2 of solar and photovoltaic panels provide self-sustained energy to the 
whole hotel, they provide details about the green companies they cooperate with, the awards they 
have, and they also have a special section which is the Green Idea of the month, where they 
select different green ideas around Austria; for this month being “The repair service center 
R.U.S.Z.”, which repairs all the electric devices giving them another life or that also sells 
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second-hand devices, their motto being "Use it longer instead of buying more often". They also 
post pictures with their lavender garden on the roof, which create a pleasant, natural atmosphere 
and also the guests can have some lavender gifts to use for aroma therapy. We can see their 
remarkable environmental commitment and these helps them to be successful in business and in 
saving the environment, they were able to combine business and sustainability. The Stadthalle 
uses the environmental responsibility as a marketing tool, which is the first perspective of the 
firms going green presented by Polonsky. 
If we take a look at the screenshot of the official web page of Comwell Hotel from 
Roskilde we soon realize the difference between this site and the one of Stadthalle Hotel from 
Wien. 
 
Figure 4.3. Comwell Roskilde Official webpage 
SOURCE: Adapted from Comwell Roskilde Hotel Official Webpage, available at www.comwellroskilde.dk/historie, 
(Accessed 21 February 2013). 
 
Here there is no evident information about being green. The only information provided is 
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at the bottom of the page where we can find a hint to the Green Key certification. 
In this case the user may not realize that the hotel is eco-friendly since it does not present 
itself as such but prefers to do it and keep it quiet. 
This lack of information is controversial since Denmark is one of the leader in the eco-
friendly market and moreover because the Green Key is a Danish eco-label. The purpose of 
advertising is to communicate the business activity in order to ‘encourage, persuade or 
manipulate an audience’(Bowie & Buttle 2004:196). If the information is not conveyed properly 
the customer will never include the green awareness as a key factor in the decision-making 
process. 
Being green is not enough. To make a change and a difference, and particularly to reach 
the Green Marketing’s primary goal, that is to have a “zero” environmental impact, the 
"greenness" needs to be promoted and communicated intensively, so that it could stimulate 
environmental awareness and persuade all the businesses and people to go green, and also 
concentrate more on inventing sustainable lifestyles and alternatives. ‘Marketing is understood to 
be influential in shaping people’s lifestyles and attitudes’ (Grant 2007:32). So, being aware of 
this power marketing itself has, it is a matter of time and probably a lapse of the humanity to 
come with a universal change method, a revolutionary change. 
 
Marketing is great at normalizing things which are otherwise too new and different 
to be readily accepted. That’s what marketing did for computing over the last 20 
years. The challenge of the next 20 years is to be part of a green wave of innovation 
(Grant 2007:33).  
 
We cannot deny that this is already happening in our world. Comparing the present 
attitude towards "greenness" to what it was 20 years ago, we can see an enormous difference. A 
high level of innovation is implemented nowadays and people, which are the consumers, do not 
react negatively. Considering the solar panels, when they first appeared probably the sales were 
low and almost no interest was showed towards them, however now if you take a walk in 
Roskilde, there will be a lot of private homes with solar panels on the roof, and even in 
developing countries, such as Republic of Moldova, solar panels started to get in use, people 
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started buying the solar garden lights and put them in the gardens so that it could save the light 
needed during the night. 
Grant’s view and others green marketers, is that marketing’s main potential role is to 
make more people willing and able to go green and the ways this goal could be achieved are: 
 Education: the more people know about the more they are willing to do and being 
informed actually suggests a possibility that some may take actions, as Grant mentions 
that people are not that heartless and careless as we might think. 
 Get green living out of the green lifestyles niche. 
 Extend green cultures and lifestyles beyond the middle classes (to the 60% of the 
population who see themselves as working class), which day by day we can see it 
extending, the Green Marketing Manifesto book was written in 2007, and now is 2013 
and the number of solar panels sold definitely increased since then and we may see them 
quite often on the roofs of private homes when walking in the residential areas. 
 Acculturation: make outlandish green choices attractive in cultural terms, and make 
damaging current practices (like excessive flying) unattractive, ostracized. This idea 
seems really good, but probably it is the hardest to achieve (Grant 2007:33). As people 
are wasteful and need to consume, and replacing the current products with sustainable 
alternative seems a much better choice at the moment. 
To get to the core of our research question, we wandered at one time why the green 
communication is important. As the businesses go green and do not advertise this and do not 
communicate and promote their "greenness", we were wandering does it mean that it is not 
profitable? Companies just do it, but they only lose? Any new product/ service is advertised in 
order to sell it or any new event is also promoted in order to consolidate the brand. When it 
comes to sustainability, do companies go green because they are forced? They don’t advertise it 
because it requires investments that do not pay off and have absolutely no positive influence 
towards the revenues? The situation that we can see from aside is that we do it, because we are 
pushed, but we don’t want to spend more money on that! It’s enough that we do it! If customers 
are not aware of the offers details, there wouldn’t be any difference in the decision making. 
Customer not knowing that some of the hotels are green and some do more to save the 
environment and some do less, they will not be able to include this criterion when selecting 
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which hotel to reserve. So this doesn’t quite help the environment, because the businesses will 
not be motivated to go green and do as much as they can to be greener and have a “zero” impact 
on the environment. Customers go online and just choose the hotel that is cheapest or has nice 
rooms or view, or room service, and so on, but will not pay attention to any other things. 
Probably there are people that are not interested in that, but there are some that are already 
interested in "greenness". 
When contacting the Green Key representative, we were told that usually all the 
businesses that reserve conference rooms ask the hotels whether they have the Green Key or 
whether they are eco-labelled certified. Moreover when asking Mikal Holt Jensen about the 
consumer behaviour towards the Green-Key, he replied that ‘Many guests [ask for it] but not all. 
Some ask specific after Green Key - some ask for a well-known eco-label and some want to hear 
about the green profile’ (Jensen, Program Manager Green Key from HORESTA, interview of 
13/05/2013). Therefore we can confirm that "greenness" is a factor in the decision-making 
process.  
In addition, we conducted an interview with Comwell Roskilde Hotel. We have found out 
that the hotel has gone green before getting the Green Key certification and it has the Green Key 
for a couple of years. Possessing this label is a voluntary decision; it is not required by law. In 
order to get the Green Key a lot of investments were not necessary in its case. When asked 
whether it is cost-efficiently to have this certification, the answer we received is that they do not 
save or earn that much by following the green standards. 
On the other hand the HORESTA representative explained that hotels went green 
 
‘… because they want to get or keep a good and responsible image. It can attract 
more customers and they can cut cost, because a reduction in the use of water, 
energy, cleaning product etc., which is expensive’ (Jensen, Program Manager Green 
Key from HORESTA, interview of 13/05/2013). 
 
 As we can see, the situation is controversial: the two interviewees have different and 
conflicting point of views. After running our researchers we can say that we sustain HORESTA`s 
perspective, since the theories and the articles we read strongly claim similar statements: being 
green results in saving costs and saving costs means increasing revenues, however this does not 
apply for all businesses. 
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For example the article Record Numbers of Copenhagen Hotels Go Green posted by 
Tamara Thiessen,  HotelNewsNow.com correspondent, on 29 October 2012, has as the story 
highlights the following:  
 
‘The hotel industry, travelling public and big businesses believe it pays to go green’.  
 
In the same article, it is mentioned that the hotels in Denmark are on the front lines in 
sustainability in the global hotel industry. ‘The fact that Denmark decided to host COP 15 at a 
far greater level of sustainability then required by the U.N. has been a catalyst for the city’s 
tourism industry,’ said Lars Bernhard Jørgensen, managing director of Wonderful Copenhagen, 
the city’s promotional arm. ‘The hotels are far greener than prior to the summit, and there is a 
very big emphasis here on environmental awareness’ (Jørgensen, Managing Director of 
Wonderful Copenhagen, HotelNewsNow.com, interview of 29/10/2012). So saying that the 
guests and people in general are not environmental aware and that it was not this a catalyst for 
the hotels to go green would be a lie. But again for some of the hotels these could serve as some 
of the reasons to go green, but for the others could be a different cause.  
Jensen (Program Manager Green Key from HORESTA, interview of 13/05/2013) 
considers the following reasons the hotels went green: the hotels desire to create or keep a good 
and responsible image among others, the fact that they can attract more customers and that they 
can save costs. 
Comwell Roskilde Hotel follows the criteria imposed by Green Key Organization by 
trying to reduce the waste, water, energy, and using eco-friendly chemicals in housekeeping, etc. 
It does all these things in order to make a safer environment for the employees, but also to care 
for the environment. However the representative from Comwell believes that the customer 
behaviour is not influenced by being awarded with Green Key:  
 
A lot of researches show that environmental issues have only a very very small 
impact in the decision making for the guests. It affects very little about where to go 
when you choose a hotel. So actually I don’t think it matters for the clients and from 
my previous experience at other places going green did not influence the customer 
behaviour (Andersen, Hanne, Receptionschef, interview of 22/04/2013).  
 
 52 
 
We cannot perceive her words being objective because she makes some claims without 
argumentations and references.  
Comwell communicates the Green Key by having the flag at the entrance of the building 
and on its website, which is very hard to find as we showed previously and no details are 
provided.  
On Green Key Official Website, in the Baseline Criteria for Hotels 2012-2015 there is a 
specific section called GUEST INFORMATION regarding how to promote Green Key. In order 
to keep the guests involved and aware of the label ‘the Green Key award must be displayed in a 
conspicuous place and front desk staff must be in a position to inform guests about the current 
environmental activities and undertakings of the establishment’ (International Baseline Criteria 
Green Key for Hotels 2012-2015). Promotion includes also on-line advertising. In fact as we can 
see in the screenshot below, one criterion states that ‘the information must be visible and 
accessible to the guests including the establishment's website’. 
Figure 4.4. Green Key Criteria 
 
SOURCE: International Baseline Criteria Green Key for Hotels 2012-2015 (p. 4), available at http://www.Green 
Key.org/Menu/Criteria/Hotels/International+Baseline+Criteria+Hotels, (Accessed 22/04/2013). 
 
 
The hotel can decide not to use Green Key logo but it is necessary to mention some 
information about it in the official website. Considering this criteria we think it was weird that 
when we browsed Comwell Roskilde Hotel and the other Danish hotels awarded with Green Key 
it was really difficult to find information about it and sometimes impossible since there were 
none. 
Through the reasons of not communicating the hotels green commitment Jensen 
(Program Manager Green Key from HORESTA, interview of 13/05/2013) mentioned that some 
are good at advertising it and using it in their marketing strategy, some just show the Green-Key 
when they are required, some post a lot of information about this everywhere, some could have 
the Green Key for many years and they could have forgotten to communicate it. Additionally, 
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some of them may have changed their focus to some other fields, or some may have to follow the 
design and requirements of the chain they are a part of. Another reason could be that the 
technical department may not communicate it, however the marketing department could still use 
it. Nevertheless, these reasons cannot be justified. Green offer communication is important and it 
should be performed. 
 
According to Comwell`s representative ‘Green Key is nothing that we try to use as a 
differentiating factor. Probably because it is not important for the guests when 
making the decision of where to stay and also, because most of the biggest hotel 
chains in Denmark all have the Green Key. It’s not differentiating at all, it is mainly 
something you should have, it’s just the basic’ (Andersen, Hanne, Comwell Roskilde 
Receptionschef, interview of 22/04/2013). 
 
 When we asked why they keep it quiet with the "greenness" as it seems that most of the 
Danish hotels do that, the interview responded:  
‘all research and reports that have been done on that subject shows that it’s not the 
factor why people decide to go or not go. So it’s nothing that you can really use and 
as everybody gets it it’s nothing that will make you more attractive than the another 
and that’s probably why we don’t tell a lot about it’ (Andersen, Hanne, Comwell 
Roskilde Receptionschef, interview of 22/04/2013).  
 
Also, she mentioned that communicating it more and advertising requires investments 
that would not pay off. 
The paradox that appears starts with the fact that Comwell went green, and the reason it 
did is the competition. Being behind the competitors is a complete crash to the business. So the 
purpose was to follow the trend. After the interview our impression was that consumers’ pressure 
did not push the hotel to go green as it happened with other companies, such as McDonald’s, 
Apple, Starbucks, etc. It went green, it is still green, but it does not communicate it, because it 
doesn’t affect the consumer behaviour. Comwell did it in order to be on the same track with the 
competitors. From the Green Marketing perspective this works too. The hotels that are the 
leaders in sustainability will always go for the new greener ways and the others will follow them 
not to be left behind. This is an easier way to be all sustainable. It will be enough to persuade 1-2 
or 3 and the rest will come naturally. The competition is a factor for forcing the firms to go 
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green, which confirms Polonsky (1991:3) statement: ‘Competitors' environmental activities 
pressure firms to change their environmental marketing activities’. 
First of all, we need to wake environmental awareness for the "greenness" to sell. This is 
why we attribute the Kotler’s role of the propagator to the hotels. Plus, there are already a lot of 
hotels that benefit from going and advertising green, Stadhalle Boutique Hotel Wien, Tower 
Plaza Copenhagen, Marriott Hotel from USA, etc. 
Green Key was just a trend that everybody followed in a row. As we mentioned before, 
the interviewee stated: ‘All big hotel chains from Denmark have the Green Key’ (Andersen, 
Hanne, Comwell Roskilde Receptionschef, interview of 22/04/2013). So basically, it was 
something they had to follow to keep the position firmly on the market. However, some people 
may not stop here; the innovator may come with something new and on a new level. Some hotels 
may take the risk and try it, as they did it in the past, and Comwell Roskilde, as the others, will 
follow the trend again. It is like after a performance in the theater. The audience may be silent in 
the end if it didn’t like the performance until someone starts to clap, and afterwards other 
spectators will clap as well and maybe one by one, all of them will clap. 
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V. DISCUSSION AND ANSWERS 
Grant states that Scandinavian countries decide to keep it quiet about "greenness". Taking 
Denmark as an example and being here and able to observe the surroundings, we assume that the 
"greenness" is a part of the Danish culture and everyday life. People recycle; use alternative 
energy sources, and ride the bikes whenever possible. They have received the proper education 
in that and the "greenness" seems normal to them. ‘We need to make green alternatives seem 
normal and acceptable as opposed to greenwash, the process of making normal stuff seem green’ 
(Grant 2007:10).  
The Danes may have reached this level of consciousness. ‘Just do it’ would be a thought 
that came to our mind when discovering the findings of our research. This is the main goal of the 
Green Marketing and as Denmark has always been ahead with the sustainability matters, is no 
wander that they reached such level this time also. They are on the way of achieving the 
Greenest goal (Grant 2007:12), which is “Greenest – supporting innovation – cultural reshaping: 
having cultural objectives as well (making new ways of life and new business models normal and 
acceptable)”.  
Denmark is environmental aware and as the Department of Environmental, Social and 
Spatial Change (ENSPAC) Roskilde University mentioned, Denmark was ahead in the 80’s with 
the environmental issues. This is the reason why the country built so many waste incineration 
plants providing alternative energy sources on one hand and on the other eliminating the waste. 
Having a strong culture that is able to influence people to save the environment should be the 
main goal of every country on the planet.   
Another observation we have made when studying Danish hotels is that there is not 
written anywhere the fact that the dirty towels need to be put on the floor in order to get clean 
ones, otherwise the guests will re-use them. However in other countries you would always see 
the sentence on the walls of the hotel rooms “We try to have an ecological policy, please put the 
dirty towels on the floor”. Even though "greenness" is implemented in the Danish culture, 
tourists from all over the world come to Denmark and they may not have the same environmental 
awareness.   
A different view of not advertising the "greenness" among the Danish Hotel Market 
would be the greenwashing fear. As it is known, the companies being accused of greenwashing 
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and that practice greenwashing had to suffer from the media criticism and bad popularity. The 
way to do it best is to communicate the actions that the company specifically does; this will 
consolidate the image and win good popularity. However, assuming the risk is not easy. The 
media is always watching and monitoring because lies catch the public, and anytime breaking 
news appears it will be spread and the bad publicity, especially, in the "greenness" does no good 
at all. People start losing faith. It happens exactly as raising money for the charities and then 
finding out that all was a scam and that the fundraisers got rich. People will never fall for that 
again. So exactly the same happens with environmental sustainability. People choose the green 
company because it does good for the environment and this is what they care about.  The survey, 
posted on Cone Communications, conducted March 7-10, 2013, by ORC International on 
American Consumer, shows that 78% of the respondents will stop buying the products if they 
discover that the company has en environmental claim that is misleading. And this applies 
everywhere, the percentage may be higher or lower in different countries, but none will tolerate 
such scam or lies. 
When contacting the Green Key NGO, the representative stated that companies are a little 
afraid of advertising if they are not completely satisfying the green requirements. The 
Ombudsman checks what they do exactly and a misleading or false claim about their green 
involvement could affect their reputation. The Green Key representative did not mention whether 
the companies get penalized for that, but we assume they could withdraw the Green Key 
certification as the companies would not follow the standards and advertise what they do, or 
follow the requirements but saying that they do more than that. 
Communication, advertising and promotion require investment. When implementing 
Green Marketing, a business pays for the marketing and should expect to see a return. Also, the 
Marketing Communication budget needs to be planned and most of the time affordable.  
However, the results of Marketing Communication are hard to be measured. Thus, for the 
investors is also hard to approximate or calculate the profits and the pay-offs. The risk of 
investing in something that may not pay off is quite difficult to assume. 
Comwell Roskilde Hotel chose not to advertise its green commitment since it does not 
believe that "greenness" and Green Key can affect customer behaviour. The hotel did not 
mention whether it tried advertising in the past and it did not have positive results, but Comwell 
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would not try it and would not take the risk now. If Comwell knew that the "greenness" would 
have the same boom as the internet, and that it would make a lot of money, the hotel would go 
completely green at the moment. So companies seek for profits, but as this is an unknown field 
and is about the future, it is difficult to assume the risk today. 
Another point was that they do not advertise the Green Key, because everybody has it in 
Denmark. They got the Green Key because they followed the trend; all big hotel chains in 
Denmark have the Green Key, so they wouldn’t be competitive if they didn’t follow the trend. 
This is why we think that as there was one that started to get involved in sustainability and got 
the Green Key and the others followed him, it will be enough for one to start advertising it and 
doing even more in sustainability matters and the others will follow them. 
Comwell Roskilde hotel says that may save or lose a little bit with being green, the fact 
that they are green doesn’t have almost any influence on the revenue. However, not having the 
Green Key and not being green, would have a big influence, as the competitors have it and they 
need to keep the pace with them. 
Additionally, when contacting the Green Key NGO, they mentioned that all businesses 
when reserving a conference room at a hotel they ask whether that one has the Green Key or 
whether they are eco-label certified in general, and as Comwell Roskilde has ten conference and 
meeting rooms, where one of this is a lecture room with an Amphitheatre set-up, eighteen groups 
rooms and two business centers29, not having a Green Key would mean a remarkable loss.  
Being green for some hotels however means saving costs and increasing profits. Having a green 
philosophy is a win:win situation, where the hotel earns money and have a low impact on the 
environment. One example of such a hotel would be Stadhalle Boutique Hotel Wien, which saves 
the energy, water and their profits increase. It did require investments, but they pay-off. For them 
being green means being in business. 
Additionally, the lack of knowledge in this field could be another problem. The green 
issues are taught in the Ecology/ Sustainability Department, however never in business studies or 
the like. It is difficult to communicate when you do not know how and what exactly to say. To be 
the starter requires assuming a lot of risks, but still without being able to measure the effect it 
would have, may restrain the green offer communication. 
                                                 
29 Comwell Roskilde Hotel Official Webpage, available at www.comwellroskilde.dk, (Accessed 06/05/ 2013).  
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 Polonsky (1994:2) mentions ‘One of the biggest problems with the Green Marketing 
area is that there has been little attempt to academically examine environmental or 
Green Marketing. While some literature does exist [Carlson, Grove and Kangun 
1993, Davis 1992, Davis 1993], it comes from divergent perspectives’. 
 
 We do not that a lot of literature appears day by day in this field and there are academics 
interested in that, but still it is a low level for implementing the "greenness" in the business. Still 
a lot of research is conducted in inventing, discovering greener materials, substances, methods, 
etc. and this also requires a lot of investments, such as time and money, which sometimes do not 
pay off.  Grant gave some examples of the green products that were a complete failure in the 
beginning, particularly some biodegradable bags that were disintegrating too soon, or some green 
chemicals that did not clean properly and so on. This is a new field and now it is starting to take 
a higher scale. Thus failures that will not pay off are a normal side of the sustainability, but it is 
not easy to assume these risks. 
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CONCLUSION 
Hotels in Denmark are green. Few of them choose to advertise their "greenness" and use 
it as a marketing tool, but most of them choose not to.  
From the point of view of the consumer behaviour, the theories, the reports we have 
found and the interviews we conducted show that environmental sustainability could be a factor 
when making the purchase decision if consumers are aware. On the other hand, if we consider 
the business point of view, sustainability and advertising require investments that also include 
risks: some say it pays off, whereas some say it does not.  
Stadthalle Boutique Hotel Wien is an example of a successful combination of business 
and sustainability, where the “"greenness"” is a part of the corporate philosophy. It assumed the 
green investments risks; it expected a return and succeeded in getting it. Comwell Roskilde Hotel 
invested in going green and getting Green Key certified, but in our opinion we have the feeling 
that they do not believe in it and it is not a part of the corporate culture. Comwell does not use 
the “greenness” in the marketing strategy, but it is still green. Comwell Roskilde followed the 
green trend that occurred among Danish Hotel Market, and the catalyst that drove it to go green 
was the competitors.  
 The purpose of our research was to seek the reasons the Danish hotel keep it quiet and do 
not promote their "greenness". The first one the list, would be the Danish culture. Since we live 
in Denmark now, we can affirm that the "greenness" is a part of their everyday life and the eco-
friendliness is taken-for-granted. The second reason could be the fear of greenwashing. It is hard 
to be objective and accurate when advertising the environmental sustainability, because different 
actions could be described through different words and ways and it may require a lot of time and 
prudency.  
Another reason would be the risk of not being able to measure the results of green offer 
communication. Understanding the consumer behaviour and the impact of the green 
advertisement on his choice could be very hard to predict.  
Additionally, most of the hotels in Denmark are Green Key certified, and using this as a 
differentiating factor does not seem reasonable. Nevertheless, advertising their “greenness” and 
their environmental commitment is also difficult, because by having the same eco-labels they 
follow the same standards. If they do more than the eco-label requires we could not discover due 
 60 
 
to the lack of information available on their websites. From the interview conducted with 
Comwell Roskilde Hotel, we understood that they follow the Green-Key standards, but they do 
not perform any other activities. 
Finally, the lack of knowledge in this field could be another issue. The hotels and 
businesses in general do not know how to use Green Marketing and what it is, because this is a 
new subject in business studies. Even though internet is a cheaper distribution channel, the hotels 
do not invest in online green advertising, because it may not pay off and as Comwell Roskilde 
thinks it does not attract more consumers and it does not have an influence on their behaviour. 
In our opinion, businesses should invest in environmental sustainability and 
advertisement. It is good to go green from the Green Marketing view, but the businesses have to 
promote their ecological commitment and make people aware of their green actions. Otherwise 
the population will never know and there will not be a green consumer for the green market. 
There are a lot of people concerned with the environment. If the companies are eco-friendly and 
communicate their green commitment, people will support them.  
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Appendix 1. 
Comwell Roskilde Hotel Interview (22/04/2013) 
QUESTION 1: For how long do you have the Green Key certification? 
ANSWER 1: I don’t remember how long we have had it … for some years at least. 
 
Q 2: But did you start being green before getting the green certification? 
A 2: Yeah, we’ve been working with it for some while. 
 
Q3: But what exactly drove you to go green? 
A3.I can’t answer that, it was before my time here. 
 
Q4: How does the fact of being green affect the customer behaviour? 
A4: I don’t think it does that much. A lot of researches show that environmental issues are only a 
very very small impact in the decision making for the guests. It affects very little about where to 
go when you choose a hotel. So actually I don’t think it matters for the client. 
 
Q5: How do you communicate the fact that you are green? 
A 5: We do just by having the flag at the entrance, and we communicate it on our website, but it 
is nothing that we try to use as a differentiating factor. Probably because it’s not important for the 
guest to making a decision of where to stay and also, because most of the biggest hotel chains in 
Denmark all have the Green Key. It’s not differentiating at all, it mainly something you should 
have, it’s just the basic. 
 
Q6: But is it required by law to have the Green Key or is it something voluntarily? 
A6: Voluntarily. 
 
Q7:You communicate it on your website and that’s it. Otherwise it would require investments 
that will not pay off as far as I got? 
A 7: I think so, yeah. 
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Q8: About the internet, it becomes a quite used reservation method, and some of the hotels 
stopped used travel agents, tour operators for the booking, most of the reservations are done 
online. Does it work the same for Comwell as well? 
A8: We have quite many reservations  online, but tour operators are not an outdated fact, so they 
are still important and most tour operator operate online as well, so what was before physical 
now it online , it’s exactly the same way, it is online instead of online. 
 
Q9: When you got the Green Key certification in the past, in the beginning did you have a 
positive feedback towards customer behaviour? 
A 9: I don’t know, since it was before my time here, I am not aware of that, but from my 
experience to other places, I wouldn’t assume so. 
 
Q 10: How do you manage the green actions of the hotel? As far as we understood, especially in 
Denmark, you do it, but you don’t spread it or communicate it. In America maybe they do a little 
bit, but they advertise it a lot and flaunt it. So why is in Denmark different? Because that was my 
impression when I came here. 
A 10: We try to reduce everything, we try to reduce waste, we use eco-friendly chemicals in 
housekeeping for example, we do all those things, in order to make a more safety environment 
for the employees, but also to care for the environment. But I mean all research and reports that 
have been done on that subject shows that it’s not the factor why people decide to go or not go. 
So it’s nothing that you can really use and as everybody gets it it’s nothing that will make you 
more attractive than the another and that’s probably why we don’t’ tell a lot about it. 
 
Q 11: Some theorists make an analogy between the "greenness" and the internet. They think that 
it is going to be as the internet revolution, as in the 90’s internet was nothing and now it is 
everything. Do you think that this could 
A 11: It is really difficult to tell. If I knew I would go completely green, if I knew that we’ve 
would earn a lot of money that way in the near future. So it is always difficult to speak about 
future, and trends and what will happen. I think it’s probably also a matter of the time, I mean 
right now it is a fairly good condition, but it still crisis with the economy and people probably 
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don’t speculate that much in green and environmental things as when they do  when the economy 
is more positive. So if suddenly the economy goes positive again and change the other way, then 
maybe people would start caring more about other things than just money and their own. 
 
Q 12: But still Denmark is among the leaders in the environmental sustainability and at taking 
green actions, I’ve seen that lots of people have solar panels on their homes, you wouldn’t see 
that everywhere. 
A 12: Yes, that’s true. 
 
Q 13: So, I think in Denmark people are a bit more aware of the environmental issues. 
A 13: The thing is that it doesn’t affect how people choose you among others and everyone got 
the same, so advertising that we’ve got the Green Key … I mean it’s all hotels more or less have 
that today. 
 
Q 14: When getting the Green Key, they have some standards and criteria you have to follow. 
Does it require a lot of investments? 
A 14: No. 
 
Q 15: But do you save? Is it cost-efficient to have this standard? 
A 15: I am not aware of whether we earn a little or not, whether it is more expensive … It’s 
probably more or less equal. 
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Appendix 2. 
Mikal Holt Jensen Program Manager, Green Key 
HORESTA Interview (13/05/2013) 
Q 1: Is it expensive to have the Green Key? How much does it cost? 
A 1: No, it is kr. 4000 plus kr. 40 for each room a year. A hotel with 100 rooms must pay kr. 8000 
a year. Compared to other ecolabels this is sheep. 
 
Q 2: What is the customer behaviour towards the Green Key certified hotels? 
A 2: Bigger companies and authorities often expect or demand that the hotel has a green profile 
and Green Key is a good way to show it. The guest from the street are looking more on price and 
location, but either they expect or value that the hotel has done something to protect the 
environment.  
 
Q3: Why did the hotels go green? 
A 3: Because they want to get or keep a good and responsible image. It can attract more 
customers and they can cut cost, because a reduction in the use of water, energy, cleaning 
product etc., which is expensive. 
 
Q4: As most of the hotels in Denmark has the Green Key, why don't they promote/advertise it? 
A4: Many hotels in Denmark have Green Key. Some are good at promoting it and some could be 
better. Some are just showing it when needed and requested and some has the message all over. 
Some has been in the program for many years - and maybe they forget to communicate their 
work. They can change focus to other areas or can be tied by a design program from a chain. 
Also there is a risk that the technical departments are not communicating the achievements and 
getting the sales and marketing people to use it in their work.  
 
Q5: Do the customers ask for Green Key when booking? 
A 5: Many but not all. Some ask specific after Green Key - some ask for a well-known eco-label 
and some want to hear about the green profile. 
